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Content 

MAIN IDEA 
What is the one most important thing you 
want your audience to know? 

KEY DETAILS 
What significant information 
(examples, explanations, evidence) 
supports your main idea? 

 
The best way to influence buying habits that foster a 
sustainable, locally-owned and run economy is to educate 
the community via a Think Local First campaign. 
 
 

 
We recommend a long-term campaign with multiple 
components designed to help consumers understand the 
importance of buying local and to showcase how easy it 
is to do. 
 
Elements include creating a Think Local First brand, 
identifying and promoting local businesses through 
advertising; promotions and industry campaigns (i.e., 
natural health, automotive, trades); and community 
events like forums, yard sales and co-branding with other 
organizations. 
 
The success of each component and the overall campaign 
will be measured using a combination of owner-reported 
business metrics and participation data. 
 
These recommendations are based on concepts included 
in The Small-Mart Revolution but were developed with an 
eye to leveraging Carrboro’s unique character. Most 
items meet several objectives that have been established 
to improve local buying. 
 
Every attempt was made to create events and initiatives 
that were include and are of value to many local business 
sectors and demographic subsets of the Carrboro 
community. In many cases, there are opportunities for 
volunteer involvement in the planning and execution of 
items, as well. 
 

Purpose 

THINK After your audience has finished reading, what 
is it exactly that you want them to think? 

DO 
After your audience has finished reading, what is it 
exactly that you want them to do? 

 
We need an integrated approach to “buy local” if we want 
to change buying behaviors. 
 
There are a lot of ways we can impact consumers and in-
volve the community. 
 
We should do this. 

 
Investigate items that could be led by Town. 
 
Reach out to community and business groups to encour-
age them to participate in or take responsibility for a 
component of the campaign. 
 
Keep these recommendations alive. 
 

Audience 

AUDIENCE The person, type of person, or group of 
people you are writing to. 

QUESTIONS 
The most important questions your 
audience will have about your topic. 

 
 
 
 

 
1. What was the basis of these ideas? 
2. How much will the campaign cost? 
3. Who will do most of the work? 
4. Is it inclusive? 

 
 

Content-Purpose-Audience 
LLETF: Consumer Section 

owner
Note
This is the CPA for my section of the full report. 
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Content 

MAIN IDEA 
What is the one most important thing you 
want your audience to know? 

KEY DETAILS 
What significant information 
(examples, explanations, evidence) 
supports your main idea? 

 
The LLETF has identified six ways the Town of 
Carrboro can foster a local living economy. 

 
These recommendations are based on concepts included 
in The Small-Mart Revolution but were developed with an 
eye to leveraging Carrboro’s unique character and 
sustaining its local economy.  
 
• Think Local First Campaign  
• Local Options for Banking, Investment 

and Procurement 
• Town Maintenance and Promotion of 

Revolving Loan Fund 
• Town Pursuit of Stimulus Funds 
• Town Branding and Marketing 
• Town Support of Local Economy Net-

work 
 
[Insert page numbers for each “worksheet” so BoA 
can follow easily.] 
 
Every attempt was made to create events and initiatives 
that were include and are of value to many local business 
sectors and demographic subsets of the Carrboro 
community.  
 

Purpose 

THINK After your audience has finished reading, what 
is it exactly that you want them to think? 

DO 
After your audience has finished reading, what is it 
exactly that you want them to do? 

 
We need an integrated approach if we want to change be-
haviors and sustain local businesses. 
 
There are a lot of ways we can impact and involve the 
community. 
 
We should do this. 

 
Investigate items that could be led by Town. 
 
Reach out to community and business groups to encour-
age them to participate or lead. 
 
Keep these recommendations alive. 
 

Audience 

AUDIENCE The person, type of person, or group of 
people you are writing to. 

QUESTIONS 
The most important questions your 
audience will have about your topic. 

 
The Board of Aldermen 
Others in attendance 
 

 
1. What was the basis of these ideas? 
2. How much these initiatives cost the Town? 
3. Who will do most of the work? 
4. Are they inclusive? 

 
 

Content-Purpose-Audience 
LLETF PowerPoint Presentation 

owner
Note
This is the CPA for the PowerPoint presenting the report.
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Use this format to plan slides for each item. Here’s an example for consumers: 
 
IDEA (one slide) DETAILS (could be one slide or several) 
 
RECOMMENDATION:  
 
A long-term campaign with multiple 
components designed to help consumers 
understand the importance of buying local and 
to showcase how easy it is to do. [insert page 
number] 
 
 
 
 
 
 

 
Elements include: 
 
Creating a Think Local First brand [insert page 
number] 
 
Identifying and promoting local businesses 
through advertising, promotions and industry 
campaigns  [insert page number] 
 
Holding community events like forums, yard 
sales and co-branding with other organizations. 
[insert page number] 
 
The success of each component and the overall 
campaign will be measured using a combination 
of owner-reported business metrics and 
participation data. 
 
Costs will vary depending on donations and 
volunteer hours. Estimated campaign cost: 
$5,000. Branding initiatives can cost between 
$10,000 and $50,000.  
 

 

owner
Note
This is the Idea-Details strategy we used to create individual slides/slide sets.


